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ABSTRACT 
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Faculty   : Adab and Humanity Faculty 
Title                   :Language Style of English Commercial Advertisement on 
Television 
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Supervisor II   : Faidah Yusuf 
 
This research aimed to analyze about language style of English 
advertisement on television which tried to find out the kinds of language style are 
mostly used in English advertisement on Television. This research focused on 
William Wells” theory which discussed about language style. Then, it was 
analyzed by using descriptive approach. The research used note taking as the 
instrument to find out more valid data. The personification style is mostly used 
and the occurrence is about four times, it is followed by Alliteration style found in 
three advertisement and Assonance found two times. The next is Simile style 
appeared once in advertisement. The researcher concludes that in personification 
style and Alliteration style, the creators of the advertisement mostly used simple 
and interesting style to create beautiful sentence and to persuade or influence the 
readers or viewers attention to use the products. 
 
Keywords: Language, Style, Advertisement. 
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CHAPTER I 
INTRODUCTION 
This chapter presents the introduction. The discussion covers: background, 
Problem Statement, Objective of the Research, Significances of the Research and 
Scope of the Research. 
A. Background 
Language is a fundamental aspect of human life. To communicate and 
establish relationship with other, people use language as tool of their  communication 
(Wardhaugh, 2009: 29). To communicate means to transfer ideas from one person to 
the others. If people did not have a tool to communicate, every people’s activities and 
interactions would be stagnant. Wardhaugh (2009:1) states that language is what the 
members of a particular society speak. Therefore, the relationship between language 
and human or society is dependent. Wardhaugh (2009:1) further states that the 
definition of language and society is not independent. Thus, from the statement 
above, the researcher concludes that if there is no language in society, there will be 
nothing.  
Basically, the function of language is to know and understand other people’s 
ideas. Chaika (1992:1) states that language and society are so intertwined and it is 
impossible to understand one without another. Koran, as the main source of Islamic 
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knowledge also teaches us how to understand other people. Al-Hujurat (The walls) 
verse 13 said: 
 ْكَأ َّنِإ اوُفَراَع َِتل َلِئاَب َقَو ًابوُعُش ْمُكاَنْلَعَجَو ىَث ُْنأَو ٍرََكذ ْنِم ْمُكاَنْقَلَخ اَّنِإ ُساَّنلا اَهُّ َيأ َاي ََ ْنِِ  ْم ُ َمَر
 ٌيِبَخ ٌميِلَِ  َهَّللا َّنِإ ْمُكاَق َْتأ ِهَّللا  (٣١) 
 
Meaning : (49:13) O mankind! Lo! We have created you male and female, 
and have made you nations and tribes that ye may know one other. 
Lo! The noblest of you, in the sight of Allah, is the best in conduct. 
Lo! Allah is knower, Aware. 
Allah has described clearly how He supposes us to know and understand other 
people by communication. Besides, Allah shows how He creates male and female in 
different nations and tribes to know each other. From this verse it can be understood 
how God reveals the use of language and relation between language and society. 
There are two kinds of language, spoken language and written language. 
Spoken language is an utterance which is formed from sound, such as conversation, 
speech, storytelling, discussion, radio, television broadcast, and etc. While, written 
language is an utterance which is formed in the written form, such as novels, comics, 
newspapers, magazines, letters, books, journals, articles, and etc. In expressing or 
delivering ideas in both forms, spoken and written language, people have and use 
their own style because it is related to the social aspect. Chaika (1982:29) states that 
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style refers to the selection of the linguistic forms to convey social or artistic effects. 
Style also acts as a set of instructions. Other opinions come from Keraf (2002:112). 
He states that style is the ability and the competence to make a sentence in a good 
way. Considering the problem above, the researcher enthusiastically will focus her 
study on the language style because style forms communication in the right way and 
determines how a social interaction will proceed (Chaika, 1982:20). In this case, style 
determines how a speaker speaks and how the listener takes the meaning of the 
communication in the right way; whether it is serious, humorous, dubious, or any 
other possible senses.  
As stated above, people use written utterance in expressing their idea in 
written language. One example of written languages that is created by human being is 
a advertisement. Lapanska (2006:37) state advertisement is one of human life 
activities that can be found in radio, television, magazine, newspaper, and other 
source. 
Advertisement is selected as a data of this research for several reasons. First, 
advertisement is a form of written communication that develops at the same time with 
the advance of technology, whether in oral or written ways. The development of 
technology allows people to communicate each other in many ways. Second, in 
linguistic study, advertisement on television included into transactional discourse 
since its stress is an expression of message from an advertiser to consumers. Third, 
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the language of advertisement, which is compact and persuasive, is different from 
most of the other language uses in everyday life.  
Advertisement by using a good and affective style delivered its own interest to 
consumers. Nowadays, there are containers to put publication of product such as 
television, newspapers, radio, internet (Face book, twitter, blog, website, etc). Usually 
the manufacturer will be very keen in installing its publication. They will see the 
media which is massively used by the public and fascinating to watch. In this case 
television.  
The researcher selected television as a data source because television is a 
visual audio media which can be directly heard and seen. Beside television is a media 
that almost every house already has. Television has many programs, and it depends 
on the television owners to manage it. Usually we can find television program such as 
reality show, movie, music show and so forth. And we also found commercial 
advertisement after television program. Advertisement in television has many kinds 
or variations such as price advertisement, brand advertisement, product advertisement 
and others. But it has a same goal which is the consumers can buy these products. 
Advertisers try hard in order to their commercials could attract the consumer.  
This research discussed about the language style used in commercial 
advertisement on television which focused on the kinds of language style and also 
investigate how the language style are used in commercial advertisement on 
television.  
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Based on the reason above, the researcher would like to know how the 
advertisement influences reader using the language style. The preceding 
consideration leads the researcher to conduct a study on “Language styles of English 
commercial advertisement on television”. 
B.Problem Statement 
Based on the title” Language Style of English Commercial Advertisement on 
Television the following sentences below are the statements of problem: 
1. What types of language style are mostly used in English commercial 
advertisement on television? 
C.Objective of The Research 
Based on problem statement above the following sentences below are the 
objectives of the research: 
1. To get the descriptive knowladge about the types of language style are 
mostly used in English commercial advertisement on television. 
D.Significances of The Research 
In analyzing language style used in English commercial advertisement on 
television, the researcher provides several purposes. Theoretically, the purpose of this 
research is to contribute a better understanding of how the advertising language used 
in various ways. Practically, the result of this research is also expected to be more 
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practical in communication, since a good communication can be built if the diction is 
appropriate to the intended meaning. This research is also expected to give significant 
contribution for students and teachers. For students, especially for students of English 
Literature Department, this research can enrich their style in communication and it 
will help them to know how sentences are chosen and arranged into an attractive 
language. For teachers, the result of this research is expected to give a contribution or 
be an additional material for linguistic courses. Finally, the result is expected to give 
other people some interesting information about the language style and the dominant 
language style used in English Advertisement on television and how do language 
style convey message to the readers or viewers . 
E.Scope of The Research 
The researcher described how to analyze language style used in english 
commercial advertisement on television. The researcher found out that there are some 
aspects that might be analyzed, but in this research it was limited; the researcher just 
intend to describe what mostly used of language style toward English commercial 
advertisement on television and to find out the types of English Commercial 
advertisement. 
 
77 
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CHAPTER II 
REVIEW OF RELATED LITERATURE 
 
This chapter presents the introduction. The discussion covers: Previous 
Findings, The Language Style, Kinds of Language Style, Advertisement, Kinds of 
advertisement, Language of Advertisement. 
A.Previous Findings  
 
Several students have studied about language style in other fields, for 
instance Zahra (2011) analyzed language style used by bloggers in the 
blogosphere. Here, she described that there are five styles of language style, 
namely: consultative style, casual style, deliberative style, oratorical style, and 
intimate style. From her analysis, she found that mostly the bloggers like to use 
consultative style or key among others. They used the effective method in 
delivering their responses in order to get the complete information of blogger‟s 
responses and also to express grateful. 
Hidayat (2011) conducted a research on language styles of advertisement 
in Jawa Pos. the result of his study shows that there are five categories of 
language style in the advertisement according to Mott (Hidayat 2011). They are 
used narrative style, dramatic style, newsy style, dialogue style, and humorous 
style. 
Another researcher is Habibah (2010), who focused her study on the 
language styles in phone conversation of the broadcaster and the callers in 
“English Expression Program” of Mas FM Radio. In her investigation, she found 
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that is language style is expressed trough its aspects and by choosing suitable 
words. The aspect of language style is divided into three categories; those are 
honesty, politeness, and attractiveness. While in term of choosing suitable words, 
the researcher claims that those make the broadcaster are easier to find out the 
words that will be spoken, so the broadcaster hopes the callers will understand 
what kinds of topic which are suitable to be discussed. 
From the previous studies, the researcher drawed a conclusion that her 
research is has similirity and difference from the previous researchers. The 
similarity of the researches above with this research is the same field or subject that is 
the language style. The difference of this research with the previous researches above 
is different object which is Zahra use bloggers in the blogosphere, Hidayat used 
advertisement in Jawa Pos and Habibah used phone conversation of the 
broadcaster and the callers in “English Expression Program” of Mas FM Radio as 
their object of their researchers and then this research did to investigate language 
style on the English commercial advertisement, especially on television. 
B. The Language Style 
     1. Defenition of Language Style 
Chaika (1982: 29) states that language style is the way people use the 
language in communication, it can be written or oral language. Language style 
actually refers to the selection of linguistics form to convey social or artistic 
effects. Style also acts as a set of instruction. We manipulate other with style; 
even we are manipulated ourselves whether consciously or unconsciously. In 
doing communication people usually use formal or informal language which 
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depend on the situation they are communicating with others. Style also tells the 
listener to take what is being said; seriously, ironically, humorously or in some 
other ways.  
From the statement above, we understand that style is the way how people 
convey ideas or messages. It is easier to receive ideas or messages if we have 
known the condition and style used by the speaker or author. It means that how 
the way of speaker or author delivers his or her ideas or messages in formal or 
informal occasion: seriously, ironically, or humorously style. Dyer (2004:74), 
argues that styles not only do some of the same linguistic features in pattern of 
both regional and social dialect differentiation but they also display correlations 
with other social factors.  
From Dyer statement above, it is clear that style displays the correlation 
between social factors and the language that is used by the society. It means that 
the society can predict what the style that they will use in their communication 
according to the running situation.   
In addition, Sincalair, (2007) in Thomas and Wareing (2005: 146), state 
that people may use different style in the way they talk depends on the situation 
and context they are talking in. This account is based on the premises that people 
are mainly seeking to show solidarity and approval there, dealing with others.  
According to the statement above, the use of language style occurs during 
conversation where it depends on situation and context they talk about. It is used 
in order to make the listener and reader understand.  
10 
 
The style of language in a communication mainly focuses on an intended 
social message rather than gets the message of communication. Chaika (2008: 31) 
states that communication occurs transformation messages from the speaker to the 
listener, so they are conveyed by intonation or infection that are given by style. 
Actual words are used only on the rare occasions that the offending party is too 
abuse to get “the message”. It must be emphasized that the social message 
conveyed by style is not coded directly into actual words that mean what intended 
social message is.  
By the statement above, in using the language style, one must determine 
the purpose of communication. One of them is abusing to get the message, 
because in a society, there are many people who have different characters. So 
using the language style in society‟s communication will help us in 
communication with other people without disturbing others either partially or 
personally. There are some ways of using language style in communication. 
People possess themselves in relation to other with the way they talk in different 
kinds of interaction. People do not always talk exactly in the same way all the 
time: they do not always use the same grammatical forms. Therefore, Chaika 
(1982: 31) argues that speakers give a great deal of information about themselves 
just by word, grammar, and pronunciation they choose both unconsciously and 
consciously. Thus, the listeners have the same interpretation as speakers‟ style, 
but the information reveals to the hearer such as the speakers‟ social grate, 
educational background, or regional affiliation. The style markers of a particular 
social group or region may be deliberately used for other purposes, it will make 
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the listeners have some meanings of word such as emotional definitions that can 
be attached from the style of speaker.  
In conclusion, language style is the way people manipulate others and 
control their interaction in bringing messages or ideas conveyed in word and tone 
of voice. The characteristics of language style are: selecting and choosing the 
linguistic forms appeared from a person or group of people.  
2. Kinds of Language Style  
Wiiliam well (2009: 92) divides kinds of language into ten styles; 
1. Simile 
Simile is an explicit comparison between two things which has 
different reality. The words that are usually used are as....if, as......as, 
as like, as though, etc. For example, “ he can swim as fast as a fish. 
2. Metaphor  
Metaphor style is language style which comparing two matter 
implicitly, or in the other words an implied comparison of two unlike 
things. For example, you are my sun. 
3. Personification 
Personification is attributing or applying human qualities to inanimate 
object, animals, or natural phenomena. In the other words, 
personification is describing non living object as if there are and lives 
like human being. For example, play with your beauty. 
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4. Metonymy  
Metonimy style is replacing the name of something by the name of 
thing which has the same characther or subtitution of a word to suggest 
what is really meant. For example, she drives her new chevrolet. 
5. Alliteration 
Alliteration is a series of words that begin with the same letter or 
sound alike. In others words, alliteration is language style that has 
repetition of the same consonant sound that follows each other, it is 
usually used in poem and prose, to create beautiful sentence or to 
emphasize word. For example, “ you come and you change my whole 
life now. 
6. Assonance  
Assonance is the repetition of vowel sounds, most commonly within a 
short passage of verse or language style that has repetition of the same 
vowel sound in words that follow each other, and it usually used in 
poem to emphasize or to make it more artistic. For example, you will 
have healthy and shiny white skin. 
7. Ellipsis 
Ellipsis is language style that omits a part of sentence which easily to 
be filled or interpreted by reader and make the meaning of setence 
become clear. For example, ‘she looks fresh, pretty and.......’ 
8. Euphemism  
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Euphemism is subtitution of less offesinsive or more agreeable term 
for another. The expression of this style is used to replace the words 
that have insulting and unpleasant meaning. For example, change your 
dark skin by nivea whitening. 
9. Prolepsis 
Prolepsis is language style that using words, refuting anticipated 
objection as part of the main argument. For example, ‘ Wow........big 
sale up to 70%. 
10. Hyperbola 
Hypebola is language style that exaggeration either the character or 
size of thing which has aim to emphasize, to intesifying, etc. For 
example. You will have a perfect feeling! 
3. The Language Styles in Advertisement 
Wells (1995:435) argues that language in advertisement has a creative 
concept to present a message to the reader or the audience. In addition, an 
advertisement as a tool of selling a product it should offer an object to the society 
using many styles of language to get successful in business aspect. The style 
refers to the way in which language is used in a given context, by given person for 
a given purpose and so on.   
According to Byrne (2004:10) using variation of style depends on the 
environment in which the message is presented; the language style used in upper 
class environment is different from the style used for the lower class environment. 
The environment also refers to the stratification, such as age, gender, and other 
14 
 
social status. To sell a product, advertisement has varieties concept or style in 
presenting its message, which contributes to the successful of advertisement 
purpose. The creative concept of advertisement language brings the idea to life. 
Since effective advertisement is build on strategy, it is important to understand 
how different strategy effect creative perception of the reader.  
Wells (1995:435-441) states that there are several styles of advertisement 
formulas the message. These include hard sell, soft sell, lecture and drama, 
straightforward, demonstrations, comparison, problem solution, slice of life, and 
spokesperson.  
1. Hard sell  
  Hard sell is rational informational message that is designed to touch the 
mind and to create a response based on logic. The approach of this style is direct 
and emphasizes tangible product features, facilities and benefits. Hard-sell 
message try to convince the consumer to buy because the product is very good, 
better, or best.  
2. Soft sell  
  Soft sell use an emotional message and it is designed around an image 
intended to touch the heard and to create a response based on feeling and attitude. 
The message present with subtle, intriguing, and ambiguous illustrates how 
advertisement sell moods and dreams more than product feature. Hard sell style is 
clearly more persuasive than soft sell. Sometime hard and soft sell style come 
together.  
3. Lecture and drama   
15 
 
   Most advertising use a combination of two basic literary techniques such 
as lecture and drama. Lecture is a serious structured instruction given verbally by 
a teacher. A drama is a story or play builds around characters in some situation. 
Lectures are a form of direct address. Stylistically, the speaker addresses the 
audience from the television or written page. The audience receives the message 
“at the distance” the speaker presents evidence (broadly speaking) and employs 
such technique as an argument to persuade the audience.   
4. Straightforward  
  In a straightforward factual message, the advertiser usually conveys 
information without using any gimmicks of embellishments. In other word in this 
style advertisement conveys the messages more rational rather than emotional. 
Cigarette advertisements that make claims about low tar, For example, are usually 
presented in a straightforward manner.  
5. The Demonstration  
  The demonstration style is the way of delivered an ideas or message which 
is focused on how to use the product of what it can do for you. The product 
strengths take center stage. In demonstration people persuade to believe what has 
been said by advertiser. Moreover in presenting the messages the speaker speak 
loudly, and enthusiasm as if what has been speak is fact and true. Demonstrations 
can be a very persuasive technique.   
6. The Problem Solution  
   The problem solution also known as the product as hero technique, the 
message begins with some problem and the product is presented as solution to that 
16 
 
problem. This style is common technique which is used by advertiser to make 
their product advertised run smoother.  
7. The Slice of Life  
   The slice of life is an elaborate version of a problems-solution message 
presented in the form of a little drama. It uses some commonplace situation with 
“typical people” talking about the problems. It puts the audience in the position of 
overhearing where the problems is stated and resolved.   
8. The Spokesperson  
Using the person to speak on behalf of product is another popular message 
technique. Spokesperson and endorsers are believed to build credibility. They are 
celebrities we admire, expert we respect, or someone “just like us” who advice 
might seek out.  
9. Comparison  
   Comparison is the way of advertisement conveys the ideas or message by 
compare certain product to other product. It contrast two or more products and 
usually finds the advertisers brand to be superior. The comparison can be direct, 
in which the competitor mentioned, or indirect way, which just a reference to 
other leading brands.   
4. The Functions of Language Style  
Chaika (1982: 31) states that the speaker gives a great deal of information 
about themselves just by the word, grammar, and pronunciation they choose both 
unconsciously and consciously. This information reveals to the hearer such things 
as the speakers‟ social background such as educational background and regional 
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affiliation. The style markers of a particular social group or region may be 
deliberately used for other purposes. It means that using the language style must 
determine the purpose of communication. One of them is used to get the message, 
because in a society, there are so many people who have different characteristics. 
So, the use of style is expected without distributing others either partially or 
personally.  
Other opinions come from Ramos in Fishman (1970: 108) states that  
language operation on the basis of more precise information as to the age, 
number, location, and interaction of the speakers of various local languages. From 
the statement above, the education and environment are very important for people. 
Their language is used toward and selectively different in the same social 
networks or communities on two different occasions. Two aspects of language 
behaviors are very important from a social point of view: first, the function of 
language in establishing social relationship; and second, the role-played by 
language in conveying information about the speaker.  
From the statement above, it describes clearly that both those aspects of  
Linguistic behaviors are the reflection of the fact that there is a close inters 
relationship between language and society.  
Hymes in Wardhaugh (1986: 117) states that the way in which people 
view the language they speak is also important, that is, how they evaluate accents; 
how they establish the fact that they speak one language rather than another; and 
how they maintain language boundaries. Moreover, rules for using a language 
may be just as important as feeling about the language itself.  
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Mathiot and Gavin in Wardhaugh (1986: 31) state that the language‟s  
Function is units‟ individuals and groups within a larger community while at  
the same time separating the community that result from other communities.  
Therefore, it can be employed to reflect and symbolize some kind of identity: 
religion, social, ethnic, or religious.  
However, Wardhaugh (1974: 24) states that the speakers are aware of the 
social significance of pronunciation and their attitudes towards it are favorable 
because of their social attitudes. In the same case, Chaika (1982: 29) states the 
function of language style is to convey social or artistic effect. It means that the 
language styles can be very important factor in group identification, group 
solidarity and the signaling of differences, and when a group is under attack from 
outside, signals of difference may become more important and are exaggerated.  
Chaika (1982:29) states the language style functions are to convey social 
orartistic effect. While Badiah (in Hidayat, 2004:11) defines the functions of 
language style are as follows: 
1. To increase the reader‟s taste. 
Using the stylish language can raise the reader‟s thought toward what is 
being said by the writer, in this case, the advertiser. In addition, it will increase the 
public‟s opinion about what has been written or said, what it means, purposes, 
needs, and wants. 
2. To persuade the reader. 
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The functions of language style also can make the reader sure of what the 
writer or speaker has stated. Generally, the writer or the speaker attracts the reader 
using the rhetorical language. 
3. To add the artistic effect of the idea being offered by the writer. 
The third function of language style is intended to make the reader 
impressed with the product, service, and ideas offered. Conveying the ideas using 
good diction, jargon, and artistic word can be very helpful for the writer or the 
speaker in attracting the reader as many as possible. 
4. To make the writer‟s idea clearer. 
For this point, some advertisers, usually, use daily word choice or word 
which is easy to be caught and understood by the reader in promoting their ideas, 
services, or products.. 
5. To create certain mood. 
The language style that is used by the advertiser can influence the reader‟s 
feeling and thinking. Thus, how the advertiser use the language style in their 
advertisement will create certain mood. 
So, the function of language styles referring to the statements above are to 
tell the hearer or reader how they act to the messages given by the speaker or 
author seriously, humorously, as sarcasm, happy or sadly, or in some other ways. 
The other function is to control for one style that must be chosen, in order to 
control the speaker or author in delivering the messages thus, the reader or hearer 
should understand the messages.  
C. Advertisement 
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      1. Definition of Advertisement 
In general, the term advertisement is defined as the structured and  
composed non personal communication of information, usually  paid for and   
usually persuasive in nature, about products (goods, services & ideas) by  
identified sponsors through various media (Arens 2002: 7). Meanwhile, Dunn  
(1978: 58) states that advertisement is any paid, non personal communication 
through various media by firms, nonprofit organization and individuals who are in 
some way identified in the advertisement message and who hope to inform or 
persuade member particular audience. The message can be  audio as in radio 
advertisement, visual as in television advertisement or cinema advertisement. 
Another words, we can say that advertisement is an art of sending special 
information messages to public with a possible minimum price. 
From the definition above, it can be concluded that advertisement is one of 
mass communication means to be used for presentation and promotion of ideas, 
products and services by an identified sponsors or company through impersonal 
media. It is not only to inform a product or services but also to persuade and to 
convince the society. The use of word ‗art„ above implies that advertisement is 
not a solely a process of sending art in creating the advertisement in order to be 
more interesting and attractive. 
 
      2. Kinds of Advertisement 
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The basic motivation to fulfill the need of human‟s life is the main 
consideration of the producers to determine in offering their product or service 
through advertisement. There are six kinds of advertisements, they are: 
1. Price advertisement 
This is the advertisement that offers product and service which emphasizes 
on attractive price. It means that the advertiser gives the lower price of his product 
than the other products, they usually include bonuses or discount for the 
consumers. 
2. Brand advertisement 
The second advertisement is the advertisement that tries to give the 
impression of a product‟s brand. Another name for this is national consumer 
advertisement. The advertiser attracts the consumers by focusing on the 
development of a long term brand identity and image. It tries to develop a 
distinctive brand image for product. 
3. Quality advertisement 
In this advertisement, the advertiser informs that their product has the best 
quality than others. It purposes to get the consumer‟s trust. 
4. Product advertisement 
Here, the advertiser informs us how to use their product or services 
clearly, by clear information, it is hoped that the consumer will be interested in the 
product they offer. 
5. Institutional advertisement 
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Institutional advertisement is also called as corporate advertisement. The 
focus of these messages is on establishing a corporate identity or on winning the 
public over to the organization‟s point of view. It is an advertisement that is trying 
to introduce the name of their firm‟s name to give an impression to the new 
consumer. 
6. Prestige advertisement 
Prestige advertisement is an advertisement that attempts to magnetize 
people to associate with their status. Actually, the producer wants to inform the 
consumer that the product has a good quality and high price. 
1. Language of Advertisement 
Language has a powerful influence over people and their behavior. This is 
especially correct in the fields of marketing and advertising (with advertisement 
as the media). Advertising is a business in which language plays the most 
important thing to persuade people to do something, for example buying some 
products. The choiceof language to convey specific messages with the intention of 
influencing people, particularly the consumers, is vitally important. Visual content 
and the advertisement design have a very great impact on the consumers‟ 
attraction on the product or service, but language holds the main impact because it 
helps people to identify the product or service and remember it. 
The language of advertisement is naturally different from the language 
used in daily life. Gaw (1961:24) states that these differentiation happens because 
advertisements have several targets such as tool of selling product and as a media 
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of education. There are at least four distinct general characteristics of the 
advertising language that make it different with other languages.  
First, the language of advertisement is edited and purposeful. The 
language that is used in the advertisements is chosen whether it is suitable for the 
products and services they offer or not. Thus, the language must be appropriate to 
the product, since, the purpose of the advertisement is to transfer the message to 
the consumers. 
Second, the language of advertisement is rich and arresting. It is 
specifically intended to attract and embrace the reader or listener‟s attention. 
Language has variation and its uniqueness to present the message and information 
to consumers, it is also attractive. So, by using the attractive language, the 
consumers will be easily catching the message of the advertisement. 
Third, the language of advertisement involves readers or listeners. In 
effect, the readers or listeners complete the advertisement message. The language 
of advertisement is a form of communication, and communication needs two side 
relations between the addresser and the reader or listener. From that relation, it 
will raise response from the consumers. 
Fourth, the language of advertisement does not hold secrets from the 
readers or the listeners. It is a simple language. The language of advertisement is 
offered and announced to common listeners and readers, so it uses general 
language without secret in order to make the consumers can catch and understand 
the message without difficulty. 
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The language used in advertisement also should be creative, interested, 
informative, and persuasive and these are the features ofadvertisement language: 
a) Using compound words. These compound, in later become widely used in 
normal situation. These occur as hyphenated words, such as 
‘competitivelypriced’, ‘long-lasting’, ‘top-quality’, and ‘chocolate-favored’. 
b) Using adjectives, for instance: elegant, smooth, luxury, et cetera. Adjectives are 
important in advertising; they are used to add prestige and desirability for the 
consumer. They usually also use evaluative adjective which include: big, fresh, 
natural, great, improved, and wholesome. 
c) Using imperative, this imperative words will tell us to do something, e.g. ‘just 
visit our site on …’, ‘call the distributor now’.  
d) Using repetition. Advertisements have a tendency to repeat words or ideas in 
order to be more easily remembered by the readers. Repetition typically 
employs for the brand name of the product, or for the words associated with the 
product. 
e) Using suggestive predicate. The powerful language pattern actually leads the 
reader into what the advertiser attention. For example: word ‘wonder’, 
‘imagine’. 
f) Having their own slogan. Most advertisements use slogan which are associated 
with the product, such as: ‘Nike, just do it’, ‘the North Face, never stop 
exploring’. 
g) Presenting humor. This is aimed to show the product positively, it can be 
presented in verbal or visual form. 
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h)Using neologism which may have a novelty impact, for 
example:Schweppervescence, tangoed, and wonderfuel. 
i) Using familiar language, it uses the second person pronouns “you” to address 
the reader and it suggests a friendly attitude. 
j) The language of advertisement is normally very positive and emphasizes why 
one product stands out in comparison with another. It may not always be 
“correct” language in the normal sense. For example, comparative are often 
used when there is no real comparison is made. An advertisement of a 
toothpaste may say “It gets clothes wither”, but the explanation of whiter than 
what is not revealed in the advertisement.  
D. Television 
1. Definition of Television 
Television is electronic device that can capture television broadcasts aired 
by the station television. When described his appearance, television advertising 
is a form of discourse persuasion formed on two aspects, verbal and nonverbal 
nature audiovisual (Wray, Jefkins, Bdk. Wilson, Santoso Wibowo in 2006). In 
general television advertising is one kind of discourse businesses that have 
characteristics creative verbal, such as language, simple, using the principle 
Economic words that have been selected words that are positive, avoid 
technical terms. Meanwhile, the characteristics of creative nonverbal among 
others includes technique, method, and dramatization delivery of messages, the 
selection of 24 star his body language along with advertising, product 
placement both in the hearts of consumers, presentation of the story board, 
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presentation and election of the setting, the music, the soundtrack. From the 
above conclusion can be drawn about the notion of ads namely television, news 
orders or notification to audience aired by broadcast television stations in the 
form of audio-visual package attract attention, light and entertaining that is 
persuasive to persuade or affect the mind or the attention of television 
audiences that are interested in the goods and the services offered. 
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HAPTER III 
METHODOLOGY OF RESEARCH    
This chapter presents the research methodology and the procedures 
designed to answer the research questions. The discussion covers: research 
design, data sources, research instrument, proceure of data collection, and data 
analysis. 
A. Research Design 
In conducting this research, the researcher used a descriptive research. The 
researher used this method because the research basically aim at described the 
data in the form of word or spoken text. In addition, the data are describes 
descriptively based on the research problems. The research intends to describe the 
language styles are mostly used in the advertisement on television. It described 
the styles and the dominant kinds of language style, which is found in the 
advertisements on TV. 
C. Source of Data 
The data of this research are spoken texts in advertisements which are 
gained by watching TV, and they are specified to advertisement which deal with 
language style. Then, the data source of this research are advertisements from 
television. They are cosmetics product, ice cream product, shampoo product, 
healthy drink product, shoes product and insurance product. From this research, 
the researcher only used ten English advertisement. 
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D. Instrument of the Research 
In order to get more effective and efficient ways in collecting the data of 
language style used in the advertisement on TV, this research researcher used note 
taking as instrument. She collected and selected a data by watching advertisement 
on TV and then she made a note to find a great data. It is intended to find out the 
language styles and the dominant language style used in the advertisements. Here, 
the researcher analyzed the advertisements on TV. 
E. Procedure of Data Collection 
The data of this research are taken by watching television. In collecting the 
data, there are several steps. 
1. The researcher watched TV and found the english advertisements from 
TV.  
2. She collected all the advertisements from television. 
3. Finally, she selected the data that is specialized on English 
advertisements which contains language style. 
 
F. Technique of Data Analysis  
 
After collecting the data from the advertisement on TV, the researcher  did 
several steps to analyze the data. Firstly, the researcher categorized the data in 
accordance with the kinds of language style based on the William Well‟s theory. 
Secondly, she interpreted and then describe the data from each category; then 
thirdly, she identified the dominant style used in those advertisements by counting 
the most dominant kind used. Finally, she made a conclusion based on the 
research findings 
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CHAPTER IV 
FINDINGS AND DISCUSSION 
  
In this chapter, the researcher analyzes the finding of the study, the 
language  styles used in Engglish Advertisements on Television. This chapter is 
divided into two parts;  research findings and discussion.   
  
A. Findings  
 In these findings, the researcher presents the findings took from 
advertisements on television. The researcher found ten data which are 
appropriated with the characteristics of language style in advertisement. 
A. The table of data description from 10 English advertisements is taken from 
television. From this table the researcher made a simple note such as D.1 
as Datum 1, D.2 as Datum 2, D.3 as Datum 3 and etc. 
Table 1: Data Description 
No Advertisement style 
1 
New ponds age miracle now with the best proven 
anti aging technology for younger looking skin 
(D.1) 
personification 
2 Magnum for pleasure seekers (D.2) personification 
3 Fall in love with your hair (D.3) personification 
4 Your eye say enough (D.4) personification 
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5 You can change. Confident is a choice (D.5) Alliteration 
6 Light like air, Stronger than steel (D.6) Alliteration 
7 Vitamin water more than just water (D.7) Alliteration 
8 
God Always listening Always understanding (D.8) 
 
Assonance 
9 
Where your presence is, there my heart will be 
(D.9) 
Assonance 
10 
Change your hair as often as you change your 
mind (D.10) 
Simile 
 
The result taken from the table of data description above shown in the 
table based on the rank of style that is mostly used in English advertisement on 
television. 
Table 2: The Result of Data 
Rank Style 
Appearance in 
advertisement 
1 Personification 4 times 
2 Alliteration 3 times 
3 Assonance 2 times 
4 Simile 1 times 
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The table above shows that personification style mostly appears in English 
advertisement. This style is in the first rank because it appears four times from 10 
advertisements. Personification style is simple and interesting style because it 
used to persuade and influence the readers or viewer’s attention to use the 
products that have been advertised on television. 
The second rank is alliteration style which appears three times from 10 
advertisements. Assonance is use to create beautiful sentence or phrase because it 
has repetition of the same sound consonant, so it make the advertisement more 
artistic. 
The third rank is assonance style which appears two times from 10 
advertisements. Assonance style is different with alliteration style because 
assonance has repetition of the same sound vowel to make the advertisement more 
artistic and interesting. 
The last rank is simile style which appears only once from 10 
advertisements. Simile is style that compares two things which has different 
reality but assumed is same, so it make memorable for the readers or viewers. 
From analysis above the researcher concludes that advertisements 
generally use connotative meaning because connotative meaning has an extra 
meaning, use figure speech and non meaning. In fact connotative meaning also 
has commercial values in the field of advertisement because this meaning contains 
strong influence, so that it can drew readers or viewers attention and enthusiasm 
for product which is offered on the market. Compared to denotative meaning 
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which indication with meaning truthfully, denotative does not has extra meaning 
in it. 
1. Classification of language style that mostly used in English 
advertisement 
Datum 1 
This is a cosmetic product advertisement 
New ponds age miracle now with the best proven anti aging technology for 
younger looking skin 
The advertisement above is a cosmetic product advertisement of ponds. 
This product works to makes you possible to look up younger. The age miracle 
skin care range is made up of essential anti aging that will give your skin a 
glowing. 
Language style that used of this advertisement is personification style. This 
can be seen in the For Younger Looking Skin, the word younger if it is 
associatied with skin, it means personification that attaches values on the object or  
human being. Like the researcher explains before, personification is describing a 
non living object as if there are and lives like human being.  
This product wants to give the solution of your skin problem, and to show that 
these products are saving for your skin. So, the advertiser wants to introduce their 
product is good, and your skin always look younger.  
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Fall in love with your hair 
Datum 2 
This is an ice cream product advertisement 
                         Magnum for Pleasure Seekers 
The advertisement above is an ice cream product advertisement of 
magnum. This is advertisement present the woman as the main object in it is 
visualization. In thevisualization we can see there isa woman who wilingly left the 
party to look for magnum’s ice cream. The expression of the woman shows she 
seems to really enjoy the magnum ice creamand the melted chocolate that coated 
the ice cream that looks so delicious. It is usesto attract as many audiences as 
possible.  
The language style that used in the advertisement above is also 
personification, because the sentence magnum for pleasure seekers implies as if 
the ice cream is personified, the sentence of magnum as substitute of human 
being which could be loved by human. 
Datum 3 
This is a shampoo product advertisement 
 
The advertisement above is a shampoo product advertisement. For girls 
who love to wash their hair, here is a shampoo you can lather up in every day 
while keeping moisture and essential nutrients in the stands. The language style 
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used in the advertisement above is also personification, because the phrase of fall 
in love with your hair implies as if hair are personified. In this case, the sentence 
of advertisement used hair as substitute of human being which could be loved by 
human. 
Therefore the advertisement that was made by advertiser that want to 
introduce their product which can help you to make your hair more weightless 
form and natural looks movement create that reveal the healthy every day. 
Datum 4 
This is an eye shadow product advertisement 
                           Your eyes say enough  
The advertisement above is an eye shadow product advertisement of 
oriflamme. This product made for women who have sensitive skin, because 
oriflamme introduces new color surge eye shadow that will make your eyes 
remain to be healthy and beautiful. 
The language style used in advertisement above is personification, because 
the sentence of your eyes says enough implies as if the eyes is personified. In this 
case, the sentence of advertisement used eyes as substitute of human being who 
can say enough, when the word of say itself is also one of activity that human 
being always do. The advertisement it has connotative meaning, because it has 
communicative and commercial value on expression which has been received for 
the readers or viewers. 
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You can change. Confident is a choice 
This product wants to give the solution of your eyes problem, and to show 
that these products are saving for your eyes. So, the advertiser wants to introduce 
their product is good, and you will never say enough to try many colors of eye 
shadow that you want.  
Datum 5 
This is a yoghurt product advertisement 
 
The adverisement above is a yoghurt drink product advertisement. The 
advertisement successful shows a positive image and desired target product trade 
advertiser. All the interesting thing we see in advertising is an attractive to attract 
viewers. Using this product will keep you looking good and feeling great and 
made more confident you. 
Language style that used the advertisement above is alliteration, because 
the phrase you can change. Confident is a choice has repetition of C consonant 
sound that follow each other. Like the researcher explained before alliteration is a 
series of words that begin with the same letter or sound alike, in other words is 
language style that has repetition of the same consonant sound that follow each 
other, it usually used in poem and prose, to create beautiful sentence or to 
emphasize word. 
This advertisement want to show that become or make something different 
in your body will make you confidence or a feeling of certainty in everyday. 
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Light like air, stronger than steel 
Datum 6 
This is a shoes product advertisement   
 
The advertisement above is a shoes product advertisement of Nike. This 
product is one of the world’s largest supplier in worldwide marketing and sales of 
footwear, apparel, equipment, accessories and service.  
The language style that used in the advertisement is alliteration, because 
the sentence Light Like air, Stronger than Steel has repetition of the same L 
and S consonant sound that follows each other to emphasize and make it more 
artistic. 
The advertiser wants to inform that this product can comfortable to use 
anytime and anywhere and also can increase your self confidence. 
Datum 7 
his is a power drink product advertisement 
                     Vitamin Water More than Just Water 
The advertisement above is a power drink product advertisement. The 
visualization support this advertisement is more colourfuland eye catching. The 
idea is simple but contains deep meaning. The advertiser also uses famous 
entertain as the cast of the advertisement. We can see the visualization there are 
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God always listening always understanding  
three famous artist who always appears in television. It is the way to attract many 
audience. 
The language style that used in advertisement is alliteration, because the 
phrase water more than just water has repetition of W consonant sound that 
follow each other. Through this products the advertiser want to introduce that this 
vitamin water more than just water because this water has any variant flavored 
fruits that low in calories.  
Datum 8 
This is a prudential product advertisement 
 
The advertisement above is a prudential product advertisement of 
insurance. Language style that used in advertisement above is assonance, because 
it shows from repetition of A vowel sound in word where and there that follows 
each other in the sentence of Always listening Always understanding. It is make 
advertisement more artistic. 
Through this products the advertiser wants to help you with give you 
solution through prudential insurance that they always listening and understanding 
your problem like they are god who can solve our problem. 
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Datum 9 
This is perfume product advertisement 
Where your presence is, there my heart will be 
The advertisement above is a perfume advertisement. This product can increase 
your self confidence throughout the day with the fragrance. Language style that 
used in advertisement above is assonance, because it shows from repetition of E 
vowel sound in word where and there that follows each other in the sentence of 
where your presence is, there my heart will be. 
Datum 10 
This is a hair color product advertisement 
Change your hair as often as you change your mind 
The advertisement above is a hair color product advertisement of Garnier. 
With this product you will find perfect shade and boost your hair confidence. You 
can change your hair color anytime you want as often as you change your mind.  
The language style that used in advertisement above is simile, because the 
phrase of as often as has same meaning. Simile is language style that an explicit 
comparison between two things which has different reality. The words that 
usually used are as…..if, as…..as, as like, as though, etc. the word of hair is refer 
to mind so the meaning of the advertisement is you can change your hair color 
more often like you change your mind. 
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B. Discussions 
In this section the researcher describes key findings of language style that 
used in English advertisement on television. Based on William Well’s theory, the 
types of language style classifies into ten types. First, simile style is Simile is an 
explicit comparison between two things which has different reality, metaphor 
style is language style which comparing two matters implicitly, or in the other 
words an implied comparison of two unlike things. , personification style is 
describing non living object as if there are and lives like human being, metonymy 
style is replacing the name of something by the name of thing which has the same 
characther or subtitution of a word to suggest what is really meant, alliteration 
style alliteration is language style that has repetition of the same consonant sound 
that follows each other, it is usually used in poem and prose, to create beautiful 
sentence or to emphasize word, assonance style is the repetition of vowel sounds, 
most commonly within a short passage of verse or language style that has 
repetition of the same vowel sound in words that follow each other, ellipsis style 
language style that omits a part of sentence which easily to be filled or interpreted 
by reader and make the meaning of setence become clear, euphemism style is 
style that  used to replace the words that have insulting and unpleasant meaning, 
prolepsis style is language style that using words, refuting anticipated objection as 
part of the main argument and hyperbola style is language style that exaggeration 
either the character or size of thing which has aim to emphasize, to intesifying. 
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1. The analysis types of language style that mostly used in English 
commercial advertisement on television. 
The researcher finds four kinds of language styles that are used in English 
advertisements on television. There are personification style, alliteration style, 
Assonance style and simile style. And the way they used it. Those are as follows. 
A. Personification Style  
Datum 1, based on the data above in a cosmetic product 
advertisement of ponds. This product works to makes you possible to look 
up younger. The age miracle skin care range is made up of essential anti 
aging that will give your skin a glowing. This advertisement used of this 
personification style. This can be seen in the For Younger Looking Skin, 
the word younger if it is associatied with skin, it means personification 
that attaches values on the object or  human being. Like the researcher 
explains before, personification is describing a non living object as if there 
are and lives like human being. 
Datum 2, The advertisement from this data is an ice cream product 
advertisement of magnum. This is advertisement present the woman as the 
main object in it is visualization. In thevisualization we can see there isa 
woman who wilingly left the party to look for magnum’s ice cream. The 
expression of the woman shows she seems to really enjoy the magnum ice 
creamand the melted chocolate that coated the ice cream that looks so 
delicious. It is usesto attract as many audiences as possible. The language 
style that used in the advertisement above is also personification, because 
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the sentence magnum for pleasure seekers implies as if the ice cream is 
personified, the sentence of magnum as substitute of human being which 
could be loved by human. 
Datum 3, The advertisement is a shampoo product advertisement. 
For girls who love to wash their hair, here is a shampoo you can lather up 
in every day while keeping moisture and essential nutrients in the stands. 
The language style used in the advertisement above is also personification, 
because the phrase of fall in love with your hair implies as if hair are 
personified. In this case, the sentence of advertisement used hair as 
substitute of human being which could be loved by human. 
Datum 4, The advertisement is an eye shadow product 
advertisement of oriflamme. This product made for women who have 
sensitive skin, because oriflamme introduces new color surge eye shadow 
that will make your eyes remain to be healthy and beautiful. The language 
style used in advertisement above is personification, because the sentence 
of your eyes says enough implies as if the eyes is personified. In this case, 
the sentence of advertisement used eyes as substitute of human being who 
can say enough, when the word of say itself is also one of activity that 
human being always do.  
B. Alliteration Style 
Datum 5, The adverisement is a yoghurt drink product 
advertisement. The advertisement successful shows a positive image and 
desired target product trade advertiser. All the interesting thing we see in 
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advertising is an attractive to attract viewers. Language style that used the 
advertisement above is alliteration, because the phrase you can change. 
Confident is a choice has repetition of C consonant sound that follow 
each other. Like the researcher explained before alliteration is a series of 
words that begin with the same letter or sound alike, in other words is 
language style that has repetition of the same consonant sound that follow 
each other, it usually used in poem and prose, to create beautiful sentence 
or to emphasize word. 
Datum 6, The advertisement is a shoes product advertisement of 
Nike. This product is one of the world’s largest supplier in worldwide 
marketing and sales of footwear, apparel, equipment, accessories and 
service. The language style that used in the advertisement is alliteration, 
because the sentence Light Like air, Stronger than Steel has repetition 
of the same L and S consonant sound that follows each other to emphasize 
and make it more artistic. 
Datum 7, The advertisement is a power drink product 
advertisement. The visualization support this advertisement is more 
colourfuland eye catching. The idea is simple but contains deep meaning. 
The advertiser also uses famous entertain as the cast of the advertisement. 
We can see the visualization there are three famous artist who always 
appears in television. It is the way to attract many audience. The language 
style that used in advertisement is alliteration, because the phrase water 
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more than just water has repetition of W consonant sound that follow 
each other.  
C. Assonance Style 
Datum 8, The advertisement is a prudential product advertisement 
of insurance. Language style that used in advertisement above is 
assonance, because it shows from repetition of A vowel sound in word 
where and there that follows each other in the sentence of Always 
listening Always understanding. It is make advertisement more artistic. 
Datum 9, The advertisement is a perfume advertisement. This 
product can increase your self confidence throughout the day with the 
fragrance. Language style that used in advertisement above is assonance, 
because it shows from repetition of E vowel sound in word where and 
there that follows each other in the sentence of where your presence is, 
there my heart will be. 
D. Simile Style 
Datum 10, The advertisement above is a hair color product 
advertisement of Garnier. With this product you will find perfect shade 
and boost your hair confidence. You can change your hair color anytime 
you want as often as you change your mind. The language style that used 
in advertisement above is simile, because the phrase of as often as has 
same meaning. Simile is language style that an explicit comparison 
between two things which has different reality.  
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The words that usually used are as…..if, as…..as, as like, as 
though, etc. the word of hair is refer to mind so the meaning of the 
advertisement is you can change your hair color more often like you 
change your mind. 
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CHAPTER V 
CONCLUSION AND SUGGESTIONS 
  
  
After analyzing the research findings and the discussion in the preceding 
chapter, conclusion and some suggestions are taken. The conclusion is drawn 
based on the formulated research question, while suggestion is intended to give 
information to the next researchers who are interested in doing further researches 
in this area.   
A. Conclusion  
  This study is conducted to find the language styles used in English 
advertisements on Television. The conclusion of this study can be formulated 
based on the research questions. The researcher used William wells theory in 
analyzing the data. The researcher found characteristics of language style in 
advertisement. They can be divided into ten types of language style, namely: 
simile style, metaphor style, personification style, metonymy style, alliteration 
style, assonance style, ellipsis style, euphemism style, prolepsis style and 
hyperbola style.Advertisement on television that using a good style can be easy to 
convey the main message, so that readers or viewers get the pointfrom 
advertisement. To make the viewers interested to see the advertisement there are 
some strategies to create an advertisement, one of them is making creative 
sentence by finding magic words because words are powerful tool in advertising 
beside the interested picture or model which the viewer see for the first time. 
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 The table of data analysis which showed in chapter III before, the 
researcher concludes that personification style is proffered to be used in some 
advertisement on television especially in English advertisement. Because of 
personification is assumed to be the most effective way than other, this style can 
support and create an interesting meaning as long as it can influence the reader’s 
interest and they are attracted to buy the product. 
B. Suggestions  
The result of this research does not cover all of the kinds of language style. 
However, this is still far from the complete one, but by this research, at least it can 
be known the language styles used in English advertisement on television. 
Hopefully, criticisms and suggestions will rise from the reader to gain the better 
researcher. Here, the researcher would like to suggest some points related with the 
subject of the research. To the students, to understand the types of language styles, 
especially in advertisement language style. Thus, they may have a good 
comprehension on the spoken text by see the whole texts. Furthermore, it can 
improve their skill in English language in spoken text. To the teachers, in order 
that their students can easily comprehend the language style theory. It is also 
suggested that they should take examples of language style in advertisement. To 
the other researchers who conduct the same research could complete this research 
not only about the kinds of language style used and on how they use the language 
style, but also about the context of the sentences and the function of the language 
style. Furthermore, the next researchers are suggested to use different data sources 
and the other theory of language style.  
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